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The  process  of  commercialization  of  patent  innovations  is  the 
transformation  of  research  and  development  results  into  innovative 
products  and  services  on  the market  in  order  to meet  the  needs  of 
innovation consumers and to generate income and profits as a result 
of  their  sales.  At  the  present  stage  of  development,  the  process  of 
commercialization of the results of innovation should be considered at 
almost  all  stages  of  the  innovation  process,  including  the  search, 
examination,  selection of  innovations, distribution and consolidation 
of  the  legal  rights  of  their  owners,  further  modernization  and 
maintenance  of  the  implementation  and  operation  of  the  innovation 
product. 
In  our opinion,  the most  important  segment  of  the  intellectual 
property market  is  the commercialization of patents. The complexity 
of  the commercialization process  in  this case  lies  in  the valuation of 
the patent, since it is a special type of intellectual product. Evaluation 
of  the  commercial  value  and  value  of  patents,  as  well  as  other 
intellectual  products  has  always  been  reduced  to  their  assessment 
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using  financial  and  /  or  market  indicators,  which,  in  turn,  also 
depends on the same indicators of intellectual products, that is, to get 
rid of a set of calculation indicators in this case is almost impossible. 
We  can  only  talk  about  the maximum  reduction  of  this  dependence 
using non-financial indicators. Our research shows that a method for 
evaluating  intellectual products  (for  example, patents) weighted with 
quotations (quoting patterns - Hirsch index), which was developed by 
Hall  and  Jaffa  at  the  beginning  of  this  century,  is  free  from  this 
important  flaw  [3, 4], and developed by Platonov V.V., Rogovoy E.M. 
and Kosenko A.P. [1, 2, 4]. 
In  our  opinion,  analyzing  the  benefits  of  using  patent  citation 
indices in scientific research, the most important in the context of our 
research is the effect of patent citation on their value. Using quotes in 
magazines,  patents  and other  sources  helps  determine  whether  the 
end user has achieved a scientific product, is the organization of high-
performance  in  its  industry.  The  indicator  "analysis  of  patent 
quotations" allows you to explore the impact of science on technology, 




indicator  with  which  you  can  compare  the  value  of  an  intellectual 
property  object  (OIS).  Moreover,  other  non-financial  indicators  are 
used in other methodological approaches, which do not have a strict 
functional or  even statistically based  relationship. The second  factor 
in the advantages of the method is accessibility since the 1980s. the 
necessary quantitative database  for calculating the  integral  indicator 
in the form of an electronic database of patent information. This fact 
translates  proposals  on  the  use  of  the  patent  citation method  from 
theoretical positions to the practical sphere of calculations. 
Based on our analysis of approaches to citing patents and their 
use  as  a  factor  in  the  commercial  value  of  the  results  of  creative 
activity,  in  our  opinion,  it  is  extremely  important  to  determine  the 
assessment  of  a  patent  and  predict  its  commercial  potential. 
Traditional  approaches  to  the  definition  of  intellectual  property 
valuation are well known, but,  in our opinion,  they do not  take  into 
account  the  extremely  important  component  associated  with  the 
patent citation index. 
The  approbation  of  the  developed  models  for  determining  the 
price  of  intellectual-innovative  technologies  was  carried  out,  which 
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showed  that  the  obtained  results  are  quite  logical,  have  a  sufficient 
degree  of  reliability  and  reliability,  which  indicates  a  sufficient 
scientific  and  methodological  level  of  the  proposals  developed.  We 
draw attention to the fact that, given the citation of patents, a slight 
increase in the sale price of a patent is allowed, which provides such 
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